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Entry title: Bold approach with basic budget results in big baby brand 

boost 

 

 
Brief and objectives: 
British Baby Box is a start-up which has introduced the 80-year-old Finnish tradition of baby 
boxes to the UK. 
It is run by two mothers from Essex – Susan Purse and Sarah Simons – who approached 
Prominent PR after six months in business with ambitious objectives and a very small 
budget, wanting maximum exposure and the biggest return of investment. 
 
Objectives 

 Raise awareness of the brand 

 Secure wholesale customers 

 Increase web traffic 

 Connect with the grassroots audience – new mums. 

 

Rationale behind campaign, including research and planning: 
The challenges were two-fold. 
Firstly, they wanted results in six months on a budget of £3,000. 
Secondly, the business had started to work with a high-profile health and government 
organisation which should have been a PR dream but instead was a nightmare because of a 
confidentiality agreement. 
This meant we had to approach PR in a more innovative way. 
At Prominent, we have a scheme in place to support start-ups at a reduced cost.  
We do this with clients whose business plan shows real promise and make a gentleman’s 
agreement that as their business grows, we grow too. 
 
Research and planning included: 

 A full analysis of the current website and of the company social media channels 

 Interviewing Susan and Sarah about their “stories” 

 Research into key influencers in the mother and baby sector. 

 

Strategy and tactics, including creativity and innovation: 

 Revitalising the website with fresh copy, a new blog and linked social media channels 



 The creation of an Instagram account – which we identified as prime stomping 
ground for our target market 

 Utilising the growing trend for sharenting – particularly on Instagram – singling out a 
number of new parents, pregnant bloggers and celebrities to send sample products 
to 

 Using our editorial director’s background as a national newspaper journalist to push 
pre-written features to national newspapers and magazines. This followed the 
interviews of Susan and Sarah which revealed they had very personal reasons for 
championing baby safety, including the loss of a child 

 Launching competitions on social media 

 Creating key brand messaging documents. 

 

Implementation of tactics: 
The British Baby Box account is managed by our editorial director Ellen Widdup, a former 
national newspaper journalist and mother of three. Not only could she see potential for 
media coverage – she also bought into the philosophy behind the product. British Baby Box 
was built with the aim of giving all children an equal start in life – an ethos which began in 
Finland where, for 80 years, the state has been gifting all new mums with a baby box. 
Studies have shown that putting a baby to sleep in a baby box rather than a cot or Moses’ 
basket can help reduce the risk of sudden infant death syndrome. In Finland the programme 
is believed to have been a significant factor in reducing the country’s infant mortality rate to 
the 5th lowest in the world. 
To spread the baby box message to the public we: 

 Piggy-backed on press interest in baby boxes which followed a successful scheme in 
Scotland where all newborn children are now set to receive one 

 Linked to the charities Kicks Count and The Lullaby Trust to raise awareness of safe 
sleeping practices 

 Developed a “mothers first and businesswomen second” message in our press 
materials. 

 
To secure wholesale and charity customers we: 

 Created a brochure pack showcasing the brand story 

 Celebrated the success of existing charity partnerships using blogs and press 
releases 

 Pushed the 100% British element of the British Baby Box brand in the trade and 
business press. 

 
To increase web traffic, we: 

 Streamlined the website to create a better user experience 

 Created a regular blog 

 Linked social media channels to promote special offers with backlinks. 
 
To help the company reach their grassroots audience we: 

 Compiled a list of influential bloggers, celebrities and social media users who were 
pregnant or had recently given birth and sent them review products 

 Contacted brands for collaboration and joint promotions 

 Ran a number of competitions. 

 

Measurement and evaluation: 
Objective: Raise awareness of the British Baby Box brand 



Since we started work we have: 

 Seen a 550% increase in social media followers 

 Secured 36 pieces of coverage in local, national and lifestyle media resulting in 
350,000 OTS 

 Worked with the company to develop publicity surrounding charitable partnerships - 
500 boxes to a women’s charity in Iraq through Barnados and 1,600 boxes to Syrian 
refugees through Save the Children 

 Worked on the creation of a film on the Save the Children baby boxes for the UN 
Refugee Agency Facebook page – set to be launched later this year. This has more 
than two million followers 

 Secured award shortlisting in two categories of the EADT Business awards and for 
the Innovation category in the English SME Awards. 

 
Objective: Facilitate wholesale deals 
Since we started work we have: 

 Expedited wholesale discussions with Tesco, Mothercare and John Lewis. The baby 
boxes are now set to appear on the shelves at one of the UK’s biggest retailers. 

 
Objective: Increase web traffic 
Since we started work we have: 

 Seen 40,483 new visitors to the website (up 327%) 

 We have had 8,863 return customers (up 613%) 

 There have been 154,463 page views (up 369%). 
 
Objective: Connect with the grassroots audience 
Since we started work we have: 

 Secured exposure from bloggers, celebrities and journalists resulted in more than 
one million OTS 

 Secured affiliation with a leading influencer boasting 74,000 followers on Instagram, 
5,000 on Twitter, 16,000 likes on Facebook and a 2,000 YouTube subscriber list. 

 
 
 

Budget and cost effectiveness: 
The six-month British Baby Box campaign cost £3,000. 
The company now have a monthly retainer with Prominent PR. True to our gentleman’s 
agreement, they have doubled the amount of time – and budget available – to allow us to 
effectively manage the PR surrounding their rapid growth. 
 
Sarah Simons, British Baby Box said: 
“We have been incredibly impressed with Prominent PR. 
“They are professional, efficient and enthusiastic, work as a team and have a very proactive, 
creative and innovative approach. 
“The connections and experience of editorial director Ellen Widdup have also proved 
invaluable to enhancing our company brand.” 

 


